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as you handle the many requests for space at your fair.

So, now that you realize the relationship that is to be created here, how does 
one go about making it happen? Well, I’m glad you asked!

Your initial contact with your conces-
sionaire or vendor will probably be either 
by phone or written correspondence (ei-
ther letter or e-mail). This is your chance 
to open a positive dialog with a stranger 
that hopefully will become a friend and 
partner. There is an old adage that states, 
“There is only one chance to make a fi rst 

impression.” Take every advantage of that opportunity. I don’t care how 
busy you might be or what kind of day you have had. You hold the reputa-
tion of your fair in your hands. You want to make this person feel perfectly 
at ease and happy that they chose to call you.

Of course, there are many questions that you have to ask that can seem to be 
long and laborious, but are totally necessary. You have to know the nature 
of the operation that they desire to bring to your event. This would be ques-
tions pertaining to the product sold, dimensions or front footage required, 
electrical requirements, etc. These questions have to be asked in your origi-
nal conversation so that you can make a decision as to whether you can al-
low this particular concession or vendor to take part in your event. It is quite 
probable that you already have your quota of the product being sold. If that 
is determined, after these issues have been satisfi ed, that you would like to 
have this particular concession at your event, you then would send them an 
application. This application seeks basically the same information, but in 
more detail, and actually gives you a written record for your fi les.

I am enclosing a copy of the application that is used by our fair. It is concise 
and asks the necessary information. Please note that it is not a contract for 
space, but rather an instrument to get all of the necessary information for 
you to make an informed decision. One might ask, what is the reason for 
the application, after you have already asked relatively the same questions 
while talking to the prospective vendor.

You can have the correct contact names and addresses.• 
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You have on record a description of menus and products offered to • 
eliminate any misunderstandings.

You can ask for references.• 

You can ask for pictures of their operation.• 

You can get accurate information concerning their needs or special • 
concerns including front footage (awnings, doors, tent stakes, hitch-
es included, electrical requirements, camping needs).

One of the major concerns of management in the placement of your vendors 
is to make sure that you do not have concessionaires selling the same prod-
uct right next to each other, or to have too many selling the same products. 
Your concern should be the satisfaction and profi tability for all concerned. 
Variety is the spice of life and the fairgoer wants to fi nd and experience 
things at the fair that he cannot fi nd everyday in his city.
 

Another great concern of management 
should be the condition, appearance 
and upkeep of the concession opera-
tion itself. One thing you must con-
stantly protect against is keeping the 
integrity of your fair intact and fore-
most in your mind. You don’t want 
your fairgrounds looking like a fl ea 

market. If they look good, you look good. You and the concessionaire know 
that “location, location, location” is the name of the game. But most of 
those that you will deal with will recognize the reality of being a fi rst time 
participant in your fair, and that it might take a year or two to work their 
way up to a better location and, eventually, a great location.
 
Management should try very hard to build a friendship and trusting relation-
ship with those involved. By accomplishing this, you try to assure that you 
will have a concessionaire that recognizes the possibilities present at your fair 
and will want to return again in the future. Nothing is more important than 
a satisfi ed concessionaire or vendor. These people travel and work different 
fairs all over the country. If treated with respect, they can be great ambas-
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sadors for your fair as they travel the circuit. Word of mouth is the best form 
of advertising. It feels so good to receive a phone call saying that your fair 
was recommended by one of their peers. Fair people are among the greatest 
people in the world. It is like a “brotherhood” and the grapevine between 
these people is swift and true. That is the reason that you want to work hard 
to build strong relationships. They will go throughout the country spreading 
the news that you and your fair are respected and a good place to be.  
 
It is most important that there be a complete understanding between man-
agement and the concessionaire in order to prevent any surprises, and pos-
sible unpleasant situations which might arise upon their arrival for set up. 
The last thing you need, at your busiest time especially, is to fi nd that you 
did not get adequate information from your concessionaire, only to fi nd that 
they would not fi t into the appointed or contracted space.
 
Honesty is always the best policy. Be completely honest with your proposed 
concessionaire and let him or her know of situations that might affect his or 
her operation while at your fair. There are many concerns to consider such 
as:
 

Health requirements• 

Fire codes• 

Licensing• 

Inspections• 

Exclusives• 

Taxes• 

Complete understanding of the rules and regulations at your estab-• 
lishment. (These requirements should be clear and well explained in 
your contract).

Some in management get the attitude that they don’t have time for the ques-
tions and concerns of the concessionaire. Always make yourself available. 
Have an open door policy and let them know that you appreciate them and 
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the trust that they have placed in you. Make time. Get out of your offi ce and 
visit with your concessionaires, vendors, and exhibitors. Listen to their con-
cerns and suggestions, and always remember that you are not doing them 
a favor by letting them be a part of your fair.  They are doing you the favor 
and trusting you to put on the best show possible to make it a success for 
everyone involved. Listen and be concerned, and you will be surprised at 
what you can learn from these professional and wonderful people.

In conclusion, let us always remember that it is your job and the responsi-
bility is on your shoulders to create an atmosphere where the welcome mat 
is always out and that all those taking part in your fair, regardless of their 
capacity, is made to feel part of your “FAIR FAMILY.”

2006 Pensacola Interstate Fair, October 19-29th
Space Application

This is an application for space… NOT A CONTRACT! This application 
does NOT guarantee you a space.

Name of Exhibitor: ___________________________________________

Date: ___________________            Phone: _______________________

Address:____________________________________________________

City: ____________________________ State: _______ Zip: __________

Type of Operation:

___Promotional Exhibit. Space used for the purpose of advertising, pro-
moting, or educating.

___Exhibit Concession. Space used for the purpose of selling merchandise 
or services.

___Food Concession. Space used to sell food and beverage.

___Non-Food Concession. Space used to sell photos, T-shirts, novelties, 
etc.
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Description of Display, Menu and Total Footage needed:
____________________________________________________________
____________________________________________________________

Note: A photo of your display or stand must accompany this application for 
approval.

1. Inside Commercial Exhibits. Space is inside permanent, climatized build-
ings, and sold by the booth. Each booth is 10x10. The cost for a 10x10 
booth is $900.00. One 110-volt electrical connection is furnished per booth. 
Any exception must be approved and paid for in advance.

How many booths do you need? ______________

2. Outside Midway Area. Outside space is sold by the foot with a 20-foot 
minimum. The cost for a 20-foot spot is $1,875.00. What are the measure-
ments of the total space needed? Please be sure to include awnings, doors, 
tent stakes, hitches, etc. 

What product will you be selling? ________________________________

Front footage ____________ft.  Depth _____________ft.  

What are your electrical requirements: amps_____ 

If space is not currently available, would you be interested, should we have 
a last minute cancellation? ______ If so, how many days notifi cation would 
you require? _______

Please complete and return promptly to:

Natalee Brooks, Concession Manager
Pensacola Interstate Fair
2172 West Nine Mile Rd., PMB 210
Pensacola, FL 32534-9413

Please check out our website at www.pensacolafair.com.
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23. Legalities & Risk Management 

The complexity of your festival will probably determine which permits and 
licenses you need. Put one person in charge of tracking them down. Li-
censing raffl es and other types of gambling was mentioned earlier in this 
booklet. The need to obtain necessary permits associated with the sale of 
food and beverages, and to follow health department regulations was also 
discussed earlier. 

Event organizers may want to consider registering with the state as a non-
profi t corporation. Reasons for doing this include protecting individual 
board members from lawsuits against the event, and registering as a non-
profi t corporation may be required for certain permits and licenses. 

A separate and additional consideration is to apply to the Internal Revenue 
Service (IRS) for tax exempt status. The IRS has prepared Publication 557, 
“Tax Exempt Status for Your Organization,” that will answer most ques-
tions about fi ling requirements. 

Risk management involves identifying and eliminating or reducing poten-
tial claims through and in-depth risk assessment. Insurance policies can be 
purchased to cover known and unknown hazards such as weather conditions 
(wind, rain, hail), fi re, personal injury, property damage, general liability, 
concessionaire’s liability (you can have a policy to insure them), theft, 
workers compensation, and performer “No-Show.” This is not a complete 
list. Consult legal council and/or an insurance representative for further de-
tails. 

Do not overlook security plans. Chances are police protection will not be 
needed. However, if some incident should arise and law enforcement offi -
cials are miles away, a situation could get out of hand very quickly. Because 
of this possibility, local governments frequently have regulations address-
ing police patrol at public events. 

Liability insurance is a critical issue for most festivals. The risk of accidents 
or damage with almost every aspect of your festival opens it up to litigation 
if an accident occurs, no matter how insignifi cant it may seem. Review and 
update your liability insurance policy on an annual basis. You may wish to 
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require additional coverage for some events and you may require certain 
vendors or entertainment to carry their own separate policy. 

____________________________________________________________

Quick Tip
Be Sure to Off er Shuttle Rides!
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24. Insurance Solutions
by Tricia Adams, Georgia Peach Festival

By defi nition, “special events insurance” is liability protection for organi-
zations that host activities on or off premises for a specifi c time period. 
The special events policy provides liability coverage and legal defense for 
claims of negligence brought on the grounds of mismanagement, improper 
security, misleading representations, or failure of equipment and fi xtures, 
just to name a few.
It is a sobering and true fact that there are persons out there that plan their 
entire future on mistakes made during your event. Even if claims are unjus-
tifi ed, defense costs can be signifi cant.

Event organizers face potential claims from spectators, vendors, entertain-
ers, and even contractors. Some events pose a high probability of loss such 
as fi reworks, vehicle races, liquor sales, large amusement rides, animal 
shows or petting zoos, or rodeos. These risks should be transferred away 
from your event by contracts with vendors or sponsors who are insured 
or with insurance purchased specifi cally to protect you from these risks. A 
standard Commercial General Liability policy is not going to cover these 
things. It is imperative that a special events policy be purchased and each 
event be disclosed to your underwriter. Special events policies are priced 
according to the length of the event, the special hazards of the event and 
the number of spectators estimated. Applications are required and usually 
ask the following. Some are very simple, and some applications are very 
detailed. They may even include a warranty clause which voids coverage 
for anything not specifi ed in the application. Talk over with your agent or 
underwriter what you are planning and be very specifi c.

Name of event• 

Mailing address• 

Type of event (festival, concert, fair, horse show, etc.)• 

Dates of event• 

Types of risks to be covered (fi reworks, concert, golf carts, parade, • 
etc.)
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It is probably best to send your agent a complete list of events to be for-
warded to your underwriter so as to not overlook anything. 

Estimated Number of spectators• 

Where event is to be held• 

Other pertinent questions will be asked and some places allow the festival 
to purchase the coverage directly online. Minimum premiums are as low as 
$350.00 and increase accordingly with the risks.

One option to minimize exposures is to contract as much as possible to an 
independent party such as an event coordinator. Generally, the festival is 
not liable for negligence of an independent contractor; however, evidence 
of insurance is necessary from that contractor. Avoid hiring or assigning an 
event to an independent party and then retaining control of specifi c details 
of planning and work. Outline with the independent party the goals of the 
event and the specifi c items you want to include, but leave the independent 
party the discretion to decide how to accomplish those goals. Contracting 
with an independent will not relieve the festival of all its responsibilities. 
Situations could still occur that require the festival to have their own liabil-
ity coverage in place for proper protection.

Guidelines for Festivals Requesting Certifi cates

Minimum liability requirements should be received from each vendor, spon-
sor, or independent contractor.

Commercial General Liability. This policy pays amounts for which you are 
legally liable for bodily injury or property damage arising from your event. 
It is usually an occurrence policy which means it covers incidents that hap-
pened during the policy period even if they are reported after the policy has 
expired. These policies will have a general aggregate and a per occurrence 
aggregate.

Example: A spectator fell at your festival after trying to get out of the way 
of a worker riding a golf cart. The accident happened during the event dates 
outlined on the policy, but she did not make a claim for medical bills until 
two weeks after the festival was over and the event policy had expired. The 
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policy would respond to the loss because it occurred during the time of the 
policy being active.

General Aggregate: The most the policy will pay for all claims fi led during 
the policy period. 

Example: You have a huge concert with a big name band and many people 
are injured and trampled by fans trying to storm the stage. You have a total 
of 415 claims reported for various stages of injury. The general aggregate 
states the most the policy will pay regardless of the number of claims re-
ported or paid.

These policies also have the following coverage available and they can be 
included or excluded at the underwriter’s discretion:

Products & Completed Operations Aggregate• 

General Aggregate (other than products/completed operations)• 

Per Occurrence Limit• 

Personal and Advertising Injury• 

Damage (to premises rented to you)• 

Medical Payments (per person)• 

Our festival requires limits of $1,000,000 for bodily injury and property 
damage combined from each vendor or sponsor of an event; however, we 
would increase limits depending on what specifi c event the vendor was han-
dling. Your board needs to have a clear picture of each event, what its risk 
is, and set your requirements accordingly. 

It is also important that your vendors carry workers’ compensation cover-
age. Most of them own businesses and use the festival venue to advertise 
their product and to obtain new customers. Their workers’ policies cover 
them during that time they are off their premises and if you allow someone 
without that coverage to display at your event, you may be liable for their 
injury. At the very least, you could incur defense costs in the event of a suit. 
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If you have someone who does not under law carry workers’ compensa-
tion, and does not want to purchase it, but whom you believe to be an asset 
to your festival, you could write a waiver of liability and have them sign 
it prior to entering your venue that simply states that the person is there at 
their own risks, and understands that no bodily injury coverage extends to 
them while they are on your premises.

These have been upheld and overturned in court and there is no way to 
know whether or not yours will be honored, but is always best to have it in 
case. It is impossible to determine all risks involved and suits happen all the 
time. I decided in closing to name some of the more recent suits reported by 
insurance carriers to have happened during special events:

Tripping over electrical cords running to vendor booths.1. 

Mini car in parade hit child that jumped into street.2. 

Amusement ride failed to function properly and toddler was thrown 3. 
out.

Festival BBQ was done as fundraiser, and meat was not cooked 4. 
properly causing sickness to consumers.

Golf cart being driven by festival board member hit the side of a 5. 
booth trying to avoid people in the street, and damaged the tent poles 
resulting in a loss of income to the vendor.

City power could not support vendors, and several with frozen prod-6. 
uct loss their entire inventory before power was restored. 

Horse in parade went crazy when the fi re truck horn blew and ran 7. 
through crowd injuring several spectators.

Venue could not support power for the band and they blew all the 8. 
circuits to the venue. Stores on premises at this outlet mall lost pow-
er and revenue for the two hours it took to get it fi xed and the festival 
lost money because all the spectators left. (We have had this prob-
lem at our festival and have learned to always have backup genera-
tors on hand.)
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Lawn mower racers overturned and went into crowd injuring sev-9. 
eral, and the driver of the lawn mower sustained back injury during 
festival.

Child fell off fl oat when leaning over the side to throw candy.10. 

Festivals should be fun and provide entertainment to the community or the 
venue where you are. They can be safe if all risks are determined in advance 
and measures are taken to avoid or transfer the risk away from the festival. 
The most important thing is—BE SAFE AND HAVE FUN! For questions 
about special events coverage or to obtain a quote, call me at 800-922-5536, 
ext. 110. 

Tricia Adams
Allen Insurance Group
Fort Valley
www.allenins.com
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____________________________________________________________

Quick Tip: 
Put Barricades with Banners around all High Voltage Areas!

� � � � �

This space is reserved for you to submit your best ideas 
for our next printing. 

Please send your great tips to stageforrent.com!

� � � � �
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25. Royalties: Paying the Piper 
(Reprinted with permission.)  

Almost all published music is protected by copyright and enforcement of 
these copyrights is growing more stringent. Organizations like ASCAP 
(American Society of Composers and Publishers) are beginning to police 
festivals and similar special events to ensure compliance with the law. 

While most professional musicians are already covered by dues to ASCAP, 
most amateurs are not. If they perform any music which has been previous-
ly published and/or recorded, royalties must be paid or the performer and 
the festival are liable to lawsuits. The same holds true for playing recorded 
music. Royalties must be paid regardless of the non-profi t status of the fes-
tival or its organizers, a change enacted in the 1978 revision of the copyright 
law. Ignorance of the law, once considered an excuse by the courts in music 
copyright matters, is no longer acceptable. 
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____________________________________________________________

Quick Tip: 
Car Dealer Sponsors Can Post Fair Specials!

� � � � �

This space is reserved for you to submit your best ideas 
for our next printing. 

Please send your great tips to stageforrent.com!

� � � � �
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26. Location/Physical Facilities 

Lumped together in this chapter are many other matters that must be at-
tended to make your festival a success. A few words about the site: it must 
be large enough to accommodate the crowd, but not so big that there are 
vast distances between the various areas of activity. City parks are com-
monly used as are county fairgrounds. Some groups have even had success 
with downtown areas, particularly around squares. 

Location is another consideration when it comes to site selection. Not only 
should events take place fairly near their prospective attendees, these events 
need to be easy to get to. Areas along the route with potential bottlenecks—
narrow roads, one-lane bridges, and the like—should be avoided. Likewise, 
property subject to fl ooding is not the best choice for an event. And, of 
course, there’s no getting around the fact that event-goers arrive in vehicles, 
which somehow must be parked. If 10,000 people show up and they aver-
age three to a car, then a little over 3,000 vehicles must be parked. It’s no 
wonder the sole responsibility of some event workers is arranging for park-
ing. Among other things, their plans should include handicapper spaces. 

Once the site is chosen, sketch it out on a big sheet of paper. Draw property 
to scale, if possible, and include roads, trees, sidewalks, drainage, fi re hy-
drants, power lines, and any other important characteristics. When the “base 
map” is completed, identify tentative locations for restrooms, a fi rst-aid sta-
tion, concession stands, exhibit and entertainment areas, and whatever other 
features the festival will include. There are several rules to remember: 

Locate restrooms so that they are convenient for the crowd, not just 1. 
where they can be conveniently set up. Keep the restrooms in clus-
ters. It’s confusing if the men’s facility is at one end of the festival 
and the women’s is at the other. Make sure they are clearly marked 
“Men” or “Women.” It has been recommended to have more rest-
rooms designated for women than men. 

Remember electrical needs when pinpointing stage locations and 2. 
arts and crafts areas. 

Establish some distances between entertainment and exhibits. Oth-3. 
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erwise, an artist may be unable to explain his or her techniques be-
cause of loud music. 

Provide benches and even picnic tables in some shady spots for 4. 
those visitors who may need to sit and rest a while. 

Consider visitors with special needs. How accessible is your festival 5. 
to people with physical handicaps? Just as important as structural 
features is your attitude in dealing with handicapped visitors? Be 
sure to accommodate them. 

Consider establishing an information booth. It’s a great place to 6. 
answer questions, distribute programs, and handle lost-and-found 
items. 

Put some serious thought into the physical arrangement of booths, 7. 
stands and stages. Traffi c—human traffi c—must somehow fl ow be-
tween these attractions. Minimize points of resistance. 

Finally, after everything is placed on the map, take the plan out to 8. 
the actual site. Visualize what is going to go where. Be certain that 
the property can accommodate each item that has been mapped. 

Cleanliness is a must and cannot be stressed enough. Provide an ad-9. 
equate number of trash containers, conveniently and appropriately 
placed, and be sure to monitor and empty the containers on a regular 
basis. 

Lost People? 

Know that few things are more terrifying for a child than being lost in a 
crowd; some festival organizers have devised a way to quickly reunite fami-
lies. It’s the “Lost People Tree”—a small tree decked out with clear Christ-
mas tree type lighting—where counselors are stationed. Children who have 
become separated from their parents are taken here and so are adults who 
have lost their children. It’s a great success. 
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 27. Grounds and Facilities
by Marvin Perzee, Iroquois County Fair

Many county fairs work year round in preparing for their annual event. 
Thousands of volunteers across the state donate labor, equipment, and nec-
essary resources in anticipation of opening day. When the gates open, we 
know that COMPANY IS COMING and that our appearance and the im-
pression we create will dictate how many people will come and whether or 
not they will return. Let’s make our company feel welcome by remembering 
the following:

“C” Construction of the grounds and facilities should be safe, effi cient, and 
attractive. Much thought should be given to the layout and design of your 
grounds to accommodate the needs of your guests and to provide ample 
space for your traffi c, exhibitors, and service providers.

“O” On-going maintenance and re-
pair not only saves you money in the 
long run, but enables your association 
to better utilize volunteers. We do an-
nual inspections and use check lists of 
what needs to be painted, repaired, or 
replaced. This is done prior to the fair 
and directly after.

“M” Manpower is an essential ingredi-
ent to the upkeep of your grounds and facilities. We have long enjoyed 
a good working relationship with our county 4-H clubs and trade facility 
use for manpower. 4-H members pledge their “hands” to larger service and 
many hands make light work. In addition to learning responsibility, our 4-H 
members take pride in the appearance of their county fairgrounds. We uti-
lize the services of numerous other local civic and social organizations. In 
addition, we have the support of the Township Road Commissioner, County 
Board, and State Highway Department.

“P” Park benches and rest areas in strategically planned locations are an im-
portant factor to consider. Those with special needs, the elderly and young 
families, appreciate having a place to rest during their tour of the fair. Bul-
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letin boards and directional signs are also benefi cial. Scheduled activities 
and other announcements should be updated daily.

“A” Ample parking, in an organized manner, which recognizes the needs 
of the elderly and handicapped, is essential. Overnight guests appreciate 
camping accommodations, equipped with water and electricity. When space 
is limited, parking for campers must be carefully planned and policed.

“N” Necessary rooms, such as restrooms and showers, must be strategically 
placed, well equipped, and constantly maintained. Your guests deserve a 
clean and sanitary environment, and, if you want them to stay, you must 
provide it.

“Y” Yard and grounds upkeep on a year round basis attracts off-season rent-
al. It also enhances the fair association’s reputation. Flowerbeds, trees, and 
shrubbery add to the beauty of the grounds and tell our visitors that we want 
to make their stay more enjoyable.

“I” Investment is a key word to a fair association. A large sum of money is 
invested in your land, buildings and accommodations. The monetary invest-
ment is not as large as the investment of time, energy and dedication pro-
vided by volunteers. Volunteers are our greatest asset and help us produce 
the best fair possible while maintaining a good image and well-deserved 
reputation. 

“S” Sanitation is imperative in all phases of the fair, whether it is the rest 
rooms, inside building cleanliness, livestock areas, manure disposal, insect 
control, garbage, or grounds clean-up. Be prepared and plan ahead. If any-
thing can go wrong, it usually does during fair week.

“C” Command respect for your grounds and facilities. Insure that adequate 
security is maintained on a 24-hour basis during fair week. The Iroquois 
County Law Enforcement Association provides excellent assistance during 
the fair in exchange for the use of a sanctioned-shooting range in the back 
section of the fairgrounds and used off-season. Year round security is on-
going due to the State Police utilization of the shooting range. This arrange-
ment has been benefi cial to their association as well as ours.

“O” Operate the building, maintenance, repair, and upkeep of your grounds 
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and facilities as a business. It is a “BIG BUSINESS” and the success or 
failure of your operation depends upon the time and commitment you are 
willing to give. We use the talents of numerous retired individuals who en-
joy working at the fairgrounds. They take great pride in their work. They 
mow and manicure the grounds, fi x and fi ddle and feel that they are as much 
a part of the fair as lemon shake-ups.

“M” Money making is crucial to the longevity of any not-for-profi t associa-
tion, but we must also be mindful of the need to provide “People Pleasing” 
facilities on the grounds. Some buildings do not generate huge revenues 
during the fair, but the contents bring people through the front gate and a 
large attendance spells success.

“I” Initiate long range planning to meet your needs. Instill pride in your 
community for past accomplishments and impress upon all local civic, so-
cial, and governmental agencies how important it is to insure future growth. 
Incite enthusiasm in your ground and facility improvements, by generating 
interest and including everyone who makes a contribution. Press releases 
should be written to identify donations and recognize any volunteers in-
volved. Remember, “I” is singular, and one person cannot be nearly as ef-
fective as an inspired team.

“N” Neatness is contagious. If your grounds are clean and well kept, visi-
tors are less likely to litter. Provide ample receptacles for garbage. Schedule 
garbage and manure pick up at times that will not obstruct or interfere with 
your traffi c.

“G” Glitz, glamour, and glitter belong on the midway. Your buildings should 
be practical and constructed for multi-purpose use. Off-season rental is nec-
essary to defray ever increasing operational costs. Uniformity in color and 
construction adds to the overall appearance of your fairgrounds.

In closing, keep in mind that “COMPANY IS COMING” and we want them 
to feel welcome. If our “house is in order” they will be comfortable, well 
fed, entertained, and educated. We would be remiss if we failed to recog-
nize our dedicated fair board members, county 4-H leaders, and members, 
state, county, and local co-operating governmental agencies, media, church, 
social and civic organizations, business community, law enforcement as-
sociation, Red Cross, and the host of volunteers.
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____________________________________________________________

Quick Tip: 
Make Event Schedules Prominent! 

 

� � � � �

This space is reserved for you to submit your best ideas 
for our next printing. 

Please send your great tips to stageforrent.com!

� � � � �
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 28. Fair Offi  ce and Staffi  ng
by Keith Kesler, Champaign County Fair

County Fairs, regardless of the size, are big business and often times the 
most important event in the area. The image a fair offi ce portrays to others is 
an important factor in the success of a fair. Usually the fi rst contact visitors, 
exhibitors, and others have with your fair is through a personal visit to the 
offi ce or a telephone conversation.

There should be someone in the fair offi ce that is knowledgeable about the 
fair operation to answer questions. There will always be special problems 
or questions; however, they can be greatly minimized if the staff is familiar 
with the rules and regulations governing the fair.

The fair offi ce is an extremely busy place long before the actual fair begins. 
There should be someone of authority in charge, a “Hub,” with knowledge 
and expertise in the fair fi eld. It is helpful if this person is also involved in 
the State and International Associations. This involvement will bring an 
awareness of what is happening throughout the fair industry. Information 
received from these associations can be very helpful and should be put to 
use in each fair organization.

Considering the amount of money, time, and number of people involved in 
the making of a fair, there are really no “small” fairs. Each fair should be 
run like a business. One of the most important things in running a success-
ful fair is being prepared for the peak period of time when the County Fair 
actually takes place.

Analyze and determine the parts of the preparation work that can be done 
ahead of time to help level off the activity. A great deal of the paperwork 
can and should be done in advance; in order to create a more relaxed atmo-
sphere when additional people become involved at fair time. Accurate re-
cords of every aspect of the fair operations should be effi ciently kept, fi led, 
and be readily accessible. Effi cient fi les, records, and check-off lists are 
vital. In the event of an emergency, the fair operation would continue with a 
minimum amount of interruption. Look ahead and be ready.

Fairs depend on “Volunteer Help” and these volunteers are a very important 
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part of any fair. Volunteers are interested in the success of the fair, giving of 
their time to help make things happen. Let them know they are appreciated 
and are considered an integral part of any fair.

It is important for the surrounding community to attend and participate in 
the County Fair; therefore, it is helpful when County Fair Board Members 
are involved in community affairs. By being involved, they are able to draw 
people from various community groups into the fair activities. Board mem-
bers should be interested men and women, who are dedicated to making 
the fair an event of which we can all be proud. As stated earlier, the County 
Fair is a business and should be conducted as such. A professional attitude 
should be developed.  Good public relations will be created by a smooth 
functioning County Fair.
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29. Tractor Pulls
Courtesy of Wikipedia

History

It is said that around the 1850s when farming machines were pulled by 
horse, farmers would boast about the strength of their horses. They would 
claim that their horse could tow large loads, such as a fully loaded hay 
cart or wagon. Farmers would challenge one another to contests to prove 
who had the strongest horse. A barn door was removed and laid fl at on the 
ground, the horse was then hitched to it and the farmer ushered the horse to 
drag the barn door along the ground. One by one, people jumped on the door 
until the horse could no longer drag it; the horse pulling the most people the 
greatest distance was judged the strongest. This event, called draft horse 
pulling, is still carried out today with specially bred horses trained to have 
high strength and low stamina. Instead of people, fi xed weights on sleds 
are dragged as far as possible. Whilst it is said that the term horsepower is 
derived from this event, in reality the term was coined by James Watt.

It wasn’t until 1929 that motorized vehicles were put to use in the fi rst 
events at Bowling Green, Missouri, and Vaughansville, Ohio. The sport was 
recognized then, but didn’t really become popular until the 50s and 60s, and 
it was realized that there were no uniform set of rules. The rules varied from 
state to state, county to county, and competitors never knew what standards 
to follow. This made the sport diffi cult for new entrants. 

In 1969, representatives from eight states congregated to create a uniform 
book of rules to give the sport the needed structure, and created the National 
Tractor Pullers Association. The NTPA’s early years were events that used 
standard farm vehicles, with the motto “Pull on Sunday, plow on Monday.” 
Pulling remained basically the same through the 70s, with only stock and 
modifi ed tractors. Stock tractors were commercially available tractors pro-
duced by manufacturers, and modifi ed tractors were the basic tractor chas-
sis with another non-tractor engine mounted on it.
Tractors remained single engine until two Ohio brothers introduced the 
crossbox which could allow multiple engines to be attached to a single 
driveshaft. Subsequently, modifi ed tractors with four engines were com-
mon, while stock tractors tried to catch up by adding intercooled turbo-
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chargers, but both retained the appearance of a tractor. Soon, tractors be-
came single use machines that were not used on the farm, making the “Pull 
on Sunday, plow on Monday” motto obsolete. Throughout the 70s and 80s, 
the modifi ed division continued to thrill crowds by adding more engines, 
and soon the tractors lost their tractor appearance and turned into high spec 
dragsters. The limit was reached in 1988 when a tractor with seven engines 
was built. As well as piston engines, jet engines appeared in 1974, with a 
four jet engine unit in 1989. The growing popularity of the sport caused the 
creation of a new four-wheel drive division in 1976, which captured a large 
fan base. The engine sizes in these vehicles continued to increase, from 450 
cubic inches/7.3 liters up to 700/11.5, and probably would have continued, 
but the NTPA limited it to 650/10.6 naturally aspirated and no blown engine 
in 1989. Blown engines were allowed, but only in the new 1986 division of 
two-wheel drives, or “funny cars” as the NTPA called them.

Three other divisions were created. 
The super stock, pro-stock, and the 
mini-modifi ed, which is a garden lawn 
mower mounted with a supercharged 
V8. Super Stock Open class uses pri-
marily methanol fuel (some are diesel 
versions). The Super Stock Open ma-
chines can generate over 5,000 horse-
power. Super Stock tractors may use 
more than one turbocharger. Pro Stock 
Tractors are limited to one turbocharg-

er and diesel fuel is the only allowable source for power, in keeping with the 
spirit of the original tractors. 

Organizations

There are many different organizations with different rules in tractor pull-
ing. Some include:

ATPA - American Tractor Pullers Association 1. 

NTPA - National Tractor Pullers Association 2. 

ETPC - European Tractor Pulling Committee 3. 
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ATPA - Australian Tractor Pullers Association Inc. 4. 

BTPA - British Tractor Pullers Association 5. 

NTTO - Netherlands Truck and Tractor Pulling Organization 6. 

The Sled

In the early days, two main techniques were used. Either a dead weight of 
fi xed mass was dragged, or the step-on method, where people stood at fi xed 
positions and stepped aboard as the sled passed. Another rule which has 
now been dropped was that a speed limit should be observed because of 
injuries resulting from the increased speed at which they boarded. Today’s 
tractors can achieve theoretical speeds over 125mph.

Today’s sleds use a complex system of gears to move weights up to 65 000 
pounds/29 000 kilograms. Upon starting all the weights are over the sled’s 
rear axles, to give an effective weight of the sled plus zero. As the tractor 
travels the course the weights are pushed forward of the sled’s axles, push-
ing the front of the sled into the ground, synthetically creating a gain in 
weight until the tractor is no longer able to overcome the force of friction.

Sample Rules
All  events have their own set of rules, and the following is just an exam-
ple.

Tractor Pull Rules

Tractor must be operated in a safe manner at all times.1. 

Driver must be seated in a safe manner when pulling or will be dis-2. 
qualifi ed.

Driver must observe the fl agman and clutch immediately on the red 3. 
fl ag or will be disqualifi ed.

When hooking and unhooking from the weight transfer, tractor must 4. 
be in neutral and the driver’s hands must be free of the tractor.
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Drawbar must have a 3” opening of ¼ turn clevis with a 3” opening. 5. 
Hook must swing freely. No free fl oating hitches.

Tractors will weigh before pulling when a portable scale is present.6. 

All weights must be in solid form and securely fastened to the trac-7. 
tor on brackets, not on three point hitches.

Any parts falling off the tractor after being hooked and until the trac-8. 
tor is unhooked will result in disqualifi cation.

Next puller must be on deck and ready to pull.9. 

Full pulls and ties will repull.10. 

No front weights farther than 24” from the farthest front casting of 11. 
the tractor (includes weights). For two-cylinder standards, 24’ from 
the front grill.

Stock model block numbers or replacement blocks, ONLY.12. 

No homemade manifolds.13. 

Original type or carburetor that came with the tractor.14. 

All original major parts must be intact: hoods, radiators, fenders, 15. 
front ends, etc.

1957 and older by serial number. If series started prior to ‘57 but ran 16. 
‘58-’59, it will be allowed, but cannot start in ‘58. Exception—Farm 
Stock, current and older.

Gas, diesel, or LP fuels only. No alcohol or nitrous oxide fuels may 17. 
be used in tractors. Tractors manufactured to use diesel fuel cannot 
be converted to gas or LP. Tractors will be naturally aspirated—
no fuel injection or gas under pressure is allowed unless factory 
equipped. (Example: LP tractors.) Electric fuel pumps are allowed 
with a needle and seat in carburetor.

Trophies for 1st, 2nd, and 3rd places.18. 
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FARM STOCK CLASS AND OLDER
Weight classes: 3500, 4000, 4500, 5500, 6500, and 7500

Must be stock appearing and equipped (PTO, hydraulics, air clean-1. 
ers, front and rear rims, wheel types, widths and diameter). No strip-
ping of parts. Must have factory covers for removable parts.

Stock RPM.2. 

Must have an unmodifi ed stock farm drawbar for that tractor. Hitch 3. 
height as close as possible to 18” without altering.

Wheelie bars are not required but strongly recommended. Without 4. 
wheelie bars a 3.0 speed limit.

NO CUT TIRES of any kind.5. 

All tractors must have a positive throttle stop.6. 

TIRE SIZES FOR FARM STOCK & CLASSIC

0-4500# CLASS-170 SQ. IN.
13.6 x 38-168 sq. in.
14.9 x 28-170 sq. in.

             
4501-6500#-CLASS-229 SQ. IN.

14.9 x 38-200 sq. in.
15.5 x 38-189 sq. in.
16,9 x 34-229 sq. in.

6501-8500# CLASS 300 SQ. IN.
18.4 x 38-300 sq. in.
16.9 x 38-252 sq. in.
18.4 x 34-250 sq. in.

ANTIQUE/CLASSIC COMBINED 1957 AND OLDER
Weight classes: 4000, 4500, 5000, 5500, 6000, 

6500, 7500, 8500, 9500, and 10500
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Maximum drawbar height 20”: minimum length from center of axle 1. 
is 18”.

RPM—10% over stock.2. 

No radials, no duals, no chains, and no turbos.3. 

No cut tires of any kind.4. 

Low gear ONLY.5. 

No external engine modifi cation is allowed on the outside of the 6. 
engine.

Examples: external oilers, hemi heads and spacerblocks.7. 

OPEN CLASS 1957 AND OLDER
Weight classes: 4600, 5600, 6600, and 7600

Universal joints and drive shafts must be covered at all times.1. 

Must have deadman throttles.2. 

No radials, no duals, no chains, and no turbos.3. 

Must have side shields. Flywheels must be covered with blankets or 4. 
steel guards. Must be an acceptable cover.

Maximum drawbar height 20”. Minimum length from center of axle 5. 
is 18”.

All tractors exceeding 10% over RPM will be required to have all 6. 
safety equipment.

Maximum speed of 6MPH or less.7. 

Cut tires are allowed.8. 
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30. Estimating Crowd Attendance

Many festivals have it easy if they are paid or ticketed events. They simply 
count the tickets sold or add up the turnstile counter total. For the majority 
of the free events the task is much tougher. You can guess, as many do, but 
your sponsors require and the media and vendors will want to know. The 
more folks you have through the event, the easier it is to attract sponsors 
and other vendors.

The grid method is a tried and proven way to count the crowd, but 1. 
works best for events where the crowd is sitting and watching a 
concert and not moving around. You take an aerial photograph and 
then mark off the picture in 100x100 foot squares. If sitting on the 
ground or in lawn chairs, there are usually a fi xed number of people 
in a 100x100 area. Simply count the number of folks at your event 
in one square area, add up your squares, and multiply to estimate 
your total. This method requires an airplane or helicopter, but that is 
a different problem, isn’t it?

The Wal-Mart method is more accurate as it is a well-known fact 2. 
that everyone that visits your town will go to Wal-Mart to buy sun-
screen, chairs, coolers, etc. Enlist the help of someone to count the 
number of people going through the front door of the local Wal-Mart 
during your event. Then at some other time count the number of 
folks not during the festival. The larger number during the festival 
less the number on a regular day is exactly the number at your event. 
Now you may point out that 4% will go to K-mart instead, that is 
true, however exhaustive studies show that 4% is offset by the folks 
that visit Wal-Mart more than once during the event.

By far the most accurate way is to weigh the contents of the porta 3. 
potties. This gets a little complicated due to its scientifi c nature but 
try to follow along. The average festival attendee, if healthy, will 
urinate ½ gallon of liquid per day. The weight of one gallon of water 
is seven pounds per gallon. Have your toilet clean out crew weigh 
the empty weight of their truck. Once they clean out the toilets each 
night, weigh the trucks full. The average pump truck holds 600 gal-
lons. If the truck is full and weighs, for example, 4200 pounds full 
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of, well, you know, then each truckload full represents 1200 people. 
Now it gets a little trickier. You have to compensate if you sell lots 
of beer. Of course folks will pee more if they are drinkers, so you 
have to about double the amount of volume pumped or half the at-
tendance results. Also you need to have a temperature allowance. 
If it is a really hot day, the normal person will sweat out a lot of 
moisture through their skin and not go to the toilets near as much. 
You should add about 30% to your attendance fi gures due to this 
variable. After applying the variables of beer verses no beer and the 
temperature compensation, there is the well known style of music 
factor. We have yet to fi gure out the reason, but it appears that Blues 
festivals in particular attract attendees that have trouble fi nding the 
porta potties and simply go behind a building or fence. If you have 
trouble following the extensive math, we will loan you our patented 
SEWER SUCKER CALCULATOR as long as NASA doesn’t buy 
it from us fi rst.

I trust you have by now fi gured out this chapter is written in jest. We thought 
that much of this book is too serious and you needed to grin somewhere 
along the way. It is also a way to test you to see if you are really reading it, 
if you did read this, email us at stageforrent@aol.com and let me know. 
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31. Evaluating

The management process consists of fi ve main elements: planning, organiz-
ing, staffi ng, directing, and controlling. This fi nal step includes evaluating. 
Most organizations concentrate so much of their energy and effort on the 
other four elements of management that when it comes to evaluating, it is 
often overlooked or avoided. 

Evaluating loops the management process back to the planning stage. It 
measures the proposed goals and objectives against the actual outcome or 
results. What did you do, who did it, and how was it done? What worked, 
what didn’t, and what do you recommend for next year? 

You may also want to fi nd out more about the visitors to your event and ask 
for their opinions on various topics. Make sure you have a reason or use for 
each and every question and that the information you collect is useful for 
making future decisions. 
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� � � � �

This space is reserved for you to submit your best ideas 
for our next printing. 

Please send your great tips to stageforrent.com!

� � � � �
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32. Event Impact
Recreation, Travel, and Tourism Institute, Clemson University 

(Reprinted with permission.) 
 

Event assessment or analysis has historically been accomplished in a curso-
ry manner. As long as promoting agencies generated the money they want-
ed, everyone was happy. More and more, however, organizers are looking 
for more formal studies of festivals. These studies can assist in determining 
prime markets and how to reach them with limited advertising budgets, and 
in determining economic impacts of events. 

So called “input-output” studies to account for every dollar brought into a 
community by a festival and every dollar taken out are tedious, expensive, 
and generally not really necessary. Clemson University, in South Carolina, 
has developed a simplifi ed procedure for assessing the economic impact of 
local festivals and other special events, which should satisfy all but the most 
fastidious of accountants. 

Economic Impact Flow Chart 

Some state tourism offi ces provide both fi nancial and technical support to 
festivals as part of their mission to attract out-of-state visitors; but before 
they commit funds, they want to see convincing evidence that the event re-
ally does draw from across state lines. Evidence that often infl uences fund-
ing comes from economic impact studies that show proof of positive eco-
nomic benefi t. 

Event survey instruments (questionnaires) should be kept to a minimum 
length. Festival-goers do not want to spend a half-hour being interviewed 
or fi lling out a questionnaire. Usually, local residents can be exempted from 
many of the questions asked of non-residents. Properly setting up the ques-
tionnaire makes this difference easy to implement. 

One fi nal note on such surveys; they should be dated and times noted. While 
most information sought is in the form of averages or totals, time lines are 
also important for future festival planning. For example, if spending ap-
pears to decline dramatically after certain hours or on certain days (and this 
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can be double-checked with vendors), then planners may consider curtail-
ing event operations during these times or shifting the event to other days 
of the week. Group or individual types attending the event may also change 
during various hours or days of the event. This knowledge helps schedule 
entertainment or other attractions within the event. This information can be 
especially useful and even critical if the event attracts group tours. 

(Reprinted with permission.) 
Lifecycle Recreation, Travel, and Tourism Institute, Clemson University 

It has been known for some time that products have life cycles. This is why 
product marketers are continually offering the public “new” and “improved” 
versions. More recently, it has been discovered that tourist destinations—
especially resorts—appear to experience similar lifecycle fl uctuations. Fairs 
and festivals are no different. If an event is strictly local in nature, it must 
invariably saturate the local market, unless the locality is experiencing real 
population growth. If the population is stable or declining, event attendance 
will follow suit and either stabilize or decline. Even if attendance stabilizes, 
yearly cost increases caused by infl ation, if not matched by local popula-
tion’s salaries, will cause event net income to decline. Locally marketed 
events usually reach this point within fi ve to six years after their initiation. 

To counteract this cycle, event operators must either 1) expand the promo-
tional efforts beyond the local population; and/or 2) improve the product, 
i.e., add to or redesign the event. Either usually calls for additional funding 
and certainly for creative thinking. Either or both efforts should begin be-
fore the event reaches its “mature” stage. A “ho-hum” reputation is diffi cult 
to overcome and more costly than prevention. Three relatively inexpensive 
ways to expand an event’s market are through radio and television public 
service announcements (PSAs), travel writers, and familiarization (FAM) 
tours. 
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33. Conclusion 

Even after the last visitor leaves, the event is not over—at least not for its 
organizers. Some late details must be handled. 

One matter that must be taken care of promptly is to extend thanks to in-
dividuals, fi rms, and organizations that helped with the event. A personal 
note mentioning specifi c contributions is strongly recommended; the mass 
produced “thank you” doesn’t really carry much sincerity. Including a pho-
tograph of the person “caught in the action” or a sponsor’s contribution is a 
nice addition to the thank you note.

Many organizers also prepare an event notebook including a complete re-
port from every committee. By featuring all kinds of information—bud-
gets, telephone numbers, outlines, news releases, contracts, and even a list 
of mistakes to avoid—these notebooks pave the way for next year’s event 
crew. It’s also a great way to preserve event histories and traditions. 

The event board should continue to meet with the fi nance committee to 
make a fi nal accounting of all revenues and expenditures. Be sure to pay 
bills as soon as possible. 

Finally, it may be a good idea to schedule an after the event party to reward 
everyone that helped with the event. People have a chance to relax and 
share the experiences of a long and interesting day. 

 



A Final Word 

Throughout this pamphlet it has been suggested to observe other fairs, fes-
tivals, and special events of all types, and talk to the organizers for new 
ideas and solutions to problems. Refer to the bibliography at the end of this 
publication for a list of resource materials that will be quite useful to most 
festival planners, organizers, and workers. 

In addition, consider contacting other civic or volunteer organizations such 
as 4-H, Scouts, Jaycees, or YMCA to get a different perspective on organi-
zational skills and working with volunteers. 

Small Business Administration can be adapted for your uses. Running a 
festival has some close similarities to running a small business. 

We welcome your comments regarding this handbook on fair, festival, and 
event management. Please let us know if the ideas presented here have been 
helpful to you or if you have discovered additional tips that you would like 
to share. 

Thank you. 

Larry Ward
Event Production and StageForRent.com
P.O. Box 3641
Milton Florida, 32572
Phone (850) 983-9519
Fax (850) 983-9579
Email: eventspro@aol.com
Website: www.stageforrent.com
 



Twelve Ways to Kill a Fair, Festival, or Special Event
 

Rest assured that everything will fall into place. There’s no need to 1. 
organize. 

Begin your planning tomorrow. These events are a piece of cake. 2. 

Ignore Health Department regulations. After all, the inspector was 3. 
once on your bowling team. 

Give everybody equal authority. There’s no need for leadership. 4. 

Assume that publicity is under control. The local newspaper is sure 5. 
to provide front-page coverage. 

Draw up rigid plans. Flexibility is for gymnasts, not event organiz-6. 
ers. 

Forget the idea of a simple event. Get your money’s worth and start 7. 
out with a weeklong event.

Demand help from local businesses and organizations. They owe 8. 
you some cooperation. 

Don’t worry about extra help. You and your six helpers can handle 9. 
any crowd. 

Move the event date around from year to year. There’s no reason to 10. 
establish a traditional time for it. 

Discard receipts, invoices, and other records. These things just get 11. 
in the way.

Let somebody else worry about start-up money. Spend your time 12. 
auditioning the entertainment. 
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